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State Bar News

Conference of Bar Leaders enters fourth decade of service
By Mark Wilson
The New York State Conference of
Bar Leaders (NYSCBL) celebrated 31
years of service to local and specialty
bar associations statewide on July 1,
marking the event with a change of
leadership within the conference’s
Executive Council.
Earamichia Nake Brown of New
York (Metropolitan Transportation
Authority Office of the Inspector
General) became chair of the council.
She succeeds Linda J. Clark of Albany
(Hiscock & Barclay LLP), who held the
post since 2008. Brown was vice-chair
during Clark’s two-year tenure as
chair.
Brown has been involved with the
NYSCBL since 2003 and is the council’s
longest-participating member.
“It’s been great to see how the conference has evolved over the years to
meet the needs of bar associations,”
she said. “My goal for the next two
years is to increase everyone’s awareness of the conference and to improve
communications between ourselves
and bars statewide, to foster a greater
sharing of information and ideas.”
One way that Brown plans to
improve communications is by providing information about the conference
to every incoming bar association president.
“I am preparing an ‘e-packet’ that
will have information about the conference and the State Bar’s Office of Bar

working with the council in the coming year.”
Karla Wilsey of Rochester (Boylan
Brown) succeeds Brown as vice-chair
for 2010 – 2011. Wilsey has served on
the council since 2006. She also is treasurer of the Monroe County Bar
Association.
The council’s remaining 13 members are affiliated with the state’s four
judicial departments, The Network of
Bar Leaders in New York, or are executive directors of all bar associations
that have a director.

Serving bars statewide

Membership pipeline—Earamichia Nake Brown, chair of the New York State
Conference of Bar Leaders (NYSCBL), left, and President-elect Vincent E. Doyle III
present a session on “Priming the Pump: Enhancing the Membership Pipeline from
Law School to Bar Association” at the NYSCBL Spring Workshop on April 23 at the
New York City Bar headquarters. [Photo by Mark Wilson]

Services, and contain a pdf of our
Directory of Bar Associations in New
York State,” Brown said.

Other council changes
The State Bar’s Department of Bar
Services provides staffing and budget
support for the conference, and publishes the directory semi-annually.
Further changes to the council will
include the addition of State Bar

President-elect Vincent E. Doyle III,
who will serve through May 31, 2011.
“It is important to recognize the role
local, minority, women and specialty
bar associations play in connecting
attorneys within their own geographic
and specialty areas and the work bars
do to develop initiatives that promote
the profession,” Doyle said. “The conference is well placed to assist the bars
with their efforts. I look forward to

“We want to bring bar leaders and
directors together in informational and
network-type settings,” Brown said.
“Any time leaders can discuss issues
with their counterparts, it’s a productive session.”
The NYSCBL sponsors two workshops annually, presenting topics in
bar association management, program
ideas, and current legal trends that can
impact associations and their membership. The fall program is scheduled for
October 14 and 15 at the State Bar
Center in Albany.
Additional information is available on the conference’s website,
www.nyscbl.org, under “Upcoming
Events.” ◆
Wilson is NYSBA’s Director of Bar
Services.

Media Relations
By Steven Alschuler

Communications strategies for when a key partner leaves—or joins—the firm
The movement of partners from one
firm to another has become a commonplace occurrence and
usually requires the
firms on both sides of
the equation to consider what communications strategies to
employ.
When a name partner leaves a firm,
Alschuler
though, it requires a
communications strategy that can
accomplish several objectives. It needs
to:
• Begin to rebrand the firm around a
new name, taking into consideration
what that new brand is going to
stand for—what the firm is going to
be known for going forward.
• Reassure the firm itself—partners,
associates and employees alike—
about the future of the firm and its
leadership and about what that
future holds.

• Communicate with clients about the
change, reminding them of the
firm’s significant capabilities and
putting the move into some context.
• Send compelling messages to external audiences, ranging from recruiters to laterals, demonstrating
strength, stability and confidence in
the future.
Most importantly the firm needs to
move past this event as quickly as possible. It wants to project itself in a positive, visible way, moving forward on
all fronts—acting as the firm it wants
to be, as opposed to a firm in transition.

Making it work
These objectives can be accomplished through a mix of direct communications and media relations. A
press release announcing the change is
only one of a number of steps, but it
should reflect an overall strategy. What
messages should it convey? What does

the firm want clients, potential clients,
partners, potential laterals, associates,
employees and the legal community as
a whole to know about the new entity?
Those messages will be key not only
to the press release but to a variety of
other communications materials the
firm uses.
Frequency of communication is also
important. In addition to the initial
e-mail to the firm announcing the
change, the firm should use this opportunity to begin an ongoing internal
communications program—providing
updates on firm “wins,” some
thoughts from the firm’s leadership
and making them feel like they’re part
of a team. It’s also an excellent opportunity to begin more frequent communications to clients—quickly getting
past the initial announcement to share
other news and information that might
interest them.
It’s also important that media relations be handled in a thoughtful way.

Various publications, including blogs,
thrive on gossipy information about
internal law firm issues. A proactive
campaign can provide insulation
against some of this “reporting” and
get positive messages that serve the
firm’s agenda.
The firm should be prepared, immediately after announcing the change, to
go into a mode where it is projecting
itself as the new entity—as if it was
already established and had always
been there.
Comments by partners on breaking
news stories, inclusion in stories about
trends in various fields, press releases
when possible on successes and
bylined articles would all be part of
such an effort.
Publicity also can be part of an
ongoing marketing and cross-selling
effort. Sending clips to clients is a great
way of keeping yourself front of mind,
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